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ABSTRACT 
Banking has always been a highly information intensive activity particularly over the past few 
decades, information technology affected the banking sector is strong. The emergence of SMS 
banking has changed the nature of financial services to clients. One of the most growing 
phenomena in the financial services industry is an internet banking service. The purpose of this 
study is to Explorer adoption of SMS banking to customers of Uzbekistan, Central Asia 
emerging economies in the region. The present study modifies the model of technology adoption 
and applies it to the customers of the bank in Uzbekistan. 
Providing SMS banking services, banks can obtain significant cost reductions, reducing their 
branch networks and increase efficiency. But because customers do not adopt and use these 
services, banks cannot profit from them. Number of banks in Uzbekistan has recently started 
offering Internet banking services to its clients, but actually it does not get a respectable response 
from the point of view of people. The factors of perceived innovation attributes and personal 
characteristics of adopters have been developed to identify the most factors that influence SMS 
banking adoption among customers of Uzbekistan. The result of this study was to promote were 
positively associated with the adoption of SMS banking have assumed. Positive relationship 
between the combination between all the independent variables (ease of use, usefulness, 
reliability, compatibility and observability) was supported. 
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The internet and related technologies and applications have changed the way doing business, 
people work, and how information systems support business process, decision making, and 
competitive advantage (Marakas and O'Brien, 2008). Most of the organizations in the developing 
countries are conducting business conventionally, yet in the recent past the trend has been changed 
and they are now doing business via Internet (Davenport, 2000; Travica, 2002). In fact, during the 
last decade, the number of banks that recognized the benefits of SMS banking services and adopted 
SMS banking increased dramatically. While in globally, only one bank has offered SMS banking 
services in 2001, but by the end of 2002 this number increased to 6,000 banks (Claessens et al., 
2003). In recent years, many of research studies have been conducted investigating the 
characteristics of banks that adopted SMS banking, and most of these studies find that large and 
new banks which are located in highly populated expensive urban areas are likely to adopt SMS 
banking (Furst et al., 2000a; Daniel, 1999). 
This research can contribute to an improved understanding of the factors related to user's 
acceptance of new technology. In particularly, this study acts as an understanding of the theory 
of (TAM). Also, this research can contribute to an understanding of the acceptance of SMS 
banking in Uzbekistan banking industry sitting. 
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Agarwal, R. and Prasad, J. (1998), "The antecedents and consequents of user perceptions in 
information technology adoptions", Decisions Sz~pport System, Vol. 22, pp. 15-29. 
Ajzen, I., & Fishbein, M. (1980). "Understanding attitudes and predicting social behavior", 
Englewood Cliffs, NJ: Prentice-Hall. 
Ajzen, I. (1991), "The Theory of Planned Behavior", Organizational Behavior and Human 
Decision Processes, Vol. 50, Iss. 2. 
Ajzen, I. (1985), "Constructing a TPB Questionnaire: Conceptual and Methodological 
Considerations" 
Available: http://wwwunix.oit.umass.edu~-aizen~pdf/tpb.measurement.pdf [2005, 
July 131 
Ajzen, I. (2002), "Residual Effects of Past on Later Behavior: Habituation and Reasoned Action 
Perspectives", Personality and Social Psychology Review, Vol. 6, No. 2. 
Ajzen, I. and Fishbein, M. (1977), "Attitude-Behavior Relations: A Theoretical Analysis and 
Review of Empirical Research", Psychological Bulletin, 84, 888-9 18. 
Anguelov, C. E., Hilgert, M. A., & Hogarth, J. M. (2004) U.S. consumers and electronic 
banking, 1995-2003. The Federal Reserve Board. 
Bandura, A. (1977), "Self-efficacy: toward a unifying theory of behavioral change", 
Psychological Review, Vol. 84 No. 2. 
Bandura, A. (1982), "Self-efficacy mechanism in human agency", American Psychologist, Vol. 
37. 
Chang, Y. (2002). Dynamics of banking technology adoption: An application to Internet 
banking. Working Paper. University of Warwick. 
Cheung, W., Chang, M.K. and Lai, V.S. (2000), "Prediction of internet and world wide web 
usage at work: a test of an extended triandis model", Decisions Support System, Vol. 30, 
pp. 83-100. 
Chiou, J. S. (1998), "The Effects of Attitude, Subjective Norm, and Perceived Behavioral 
Control on Consumers' Purchase Intentions: The Moderating Effects of Product 
Knowledge and Attention to Social Comparison information", Proceedings of National 
Science Council, ROC, Vol. 9, No. 2, pp. 298-308, [Electrronic] Available: 
http://www.nr.stic.gov.tw/ejournal/ProceedinqC/v9n2/298-308.vdf [2005, July 131 
Chiou, J. S., Huang, C. Y. and Chuang, M. C. (2005), "Antecedents of Taiwanese Adolescents' 
Purchase Intention toward the Merchandise of a Celebrity: The Moderating Effect of 
Celebrity Adoration", The Journal of Social Psychology, Vol. 145, Iss. 3, pp. 3 17-332. 
Claessens, S., Dobos, G., Klingebiel, D. and Laeven, L. (2003), "The growing importance of 
networks in finance and its effects on competition", in Nagurney, A. (Ed.), Innovations in 
Financial and Economic Networks, Chapter 6, Edward Elgar, Northampton, MA, pp. 
110-35. 
Cooper, R.G. and Zmud, R.W. (1990), "Information technology implementation research: a 
technological diffusion approach", Management Science, Vol. 36 No. 2, pp. 123-39. 
Courneya, K. S., Bobick, T. M. and Schinke, R. J. (1999), "Does the Theory of Planned 
Behavior Mediate the Relation between Personality and Exercise Behavior?", Basic and 
Applied Social Psychology, Vol. 2 1, Iss. 4, pp. 3 17-324. 
Davis, F.D. (1989), "Perceived usefulness, perceived easy of use, and user acceptance of 
information technology", MIS Qziarterly, September. 
Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User acceptance of computer technology: 
A comparison of two theoretical models. Management Science, 35(8). 
Davis, L. D., & Davis, D. F. (1990). The effect of training techniques and personal 
characteristics on training end-users of information systems. Jozimal of Management 
Information Systems, 7(2). 
Davis, S. A., & Bostrom, R. P. (1993). Training end users: An experimental investigation of the 
roles of the computer interface and training methods. MIS Quarterly, 17(1). 
Daniel, E. (1999), "Provision of electronic banking in the UK and the republic of Ireland", 
International Journal ofBank Marketing, Vol. 17 No. 2, pp. 72-82. 
Davis, F.D., Bagozzi, R.P. (1989) "Users acceptance of computer technology: a comparison of 
two theatrical models", Management Science, Vo1.35 No8,982-1001. 
Davis, F. D. (1986). Perceived usefulness, perceived ease of use, and user acceptance of 
information technology. MIS Quarterly, 13(3), 3 19-340. 
Dickerson, M.D. and Gentry, J.W. (1983) "Characteristics of Adopters and Non-Adopters of 
Home Computers," journal of consumers research, September, 225-235. 
Donnelly, J.H., (1970), "Social Character and Acceptance of New Products" Journal of 
Marketing Research, February, 1 1 1 - 1 1 3. 
Doyl, P. (1 998), Marketing Management and strategy, Prentice Hall. 
Febraban (2004), available at: www.febraban.com.br/Arquivo/Servicos/Dadosdosetor/ 
tecnologia - 2005-dadossetor.asp (accessed April 15,2006). 
Fishbein, M. and Ajzen, I. (1997), "BelieJ; Attitude, Intentions and Behavior: An Introdziction to 
Theory and Research", Addison-Wesley, Reading, MA 
Fishbein, M. and Ajzen, I. (1975), BelieJ; Attitude, Intention, and Behavior: An Introdziction to 
Theory and Research. MA: Addison-Wesley. 
Fishbein, M., Ajzen, I. (1975), Belief, Attitude, Intention, and Behavior: An Introduction to 
Theory and Research, Addison- Wesley, Reading, MA, . 
Flavian, C., Guinaliu, M., Torres, E. (2006), "How bricks-and-mortar attributes affect online 
banking adoption", International Journal of Bank Marketing, Vol. 24 No.6, pp.406- 
23. 
Furst, K., Lang, W. and Nolle, D. (2000b), "Who offers internet banking?", Special Studies on 
Technology and Banking, Quarterly Journal, Vol. 19 No. 2, pp. 29-48, available at: 
www.occ.treas.gov/special7-6.pdf 
Gan, C., Clemes, M., Limsombunchai, V., Weng, A. (2006), "A logit analysis of electronic 
banking in New Zealand", International Jotirnal of Bank Marketing, Vol. 24 No.6, 
pp.360-83. 
Gatignon, H. and Robertson, T.S. (1989), "Difhsion of Innovation", A working Paper for the 
European Institute for the Advanced Studies in Management, May. 
Gefen, D. and Straub, D. (2000), "The relative importance of perceived ease of use in IS 
adoption: a study of e-commerce adoption", Journal of the Association for 
information systems, Vol. 1, 1-28. 
Gourlay, A., & Pentecost, E. (2002). The determinants of technology diffusion: Evidence from 
the UK financial sector. The Manchester School, 70(2), 185-203. 
Hamlet, C., Strube, M. (2000), "Community banks go online", ABA Banking Journal's 2000 
White PaperBanking on the Internet, No.March, pp.61-5. 
Hannan, T. H., & McDowell, J. M. (1984). The determinants of technology adoption: The case 
of the banking firm. Rand Journal of Economics, 54(3), 328-335. 
Haynes, M., & Thompson, S. (2000). The productivity impact of IT deployment: An empirical 
evaluation of ATM introduction. Oxford Bzrlletin of Economics and Statistics, 62 ( 3 ,  
63 1-643. 
Hernandez, J.M.C., Mazzon, J.A. (2007), "Adoption of internet banking: proposition and 
implementation of an integrated methodology approach", International Journal of 
Bank Marketing, Vol. 25 No.2, pp.72-88. 
Hirtle, B., & Metli, C. (2004). The evolution of the U. S. bank branch network: Growth, 
consolidation, and strategy. Current Isst~es in Economics and Finance, 10(8), 1-7. 
Howcroft, B., Hamilton, R., Hewer, P. (2002), "Consumer attitude and the usage and adoption of 
home-based banking in the United Kingdom", The International Journal of Bank 
Marketing, Vol. 20 No.3, pp. 1 1 1-2 1. 
Kolodinsky J. M. (2004) "The adoption of electronic banking technologies by US consumers", 
The international Journal of Bank Marketing, Vol. 22 No. 4, 238-259. 
Lederer, A.L., Maupin, D.J., Sena, M.P. and Zhuang, Y. (2000), "The technology acceptance 
model and the world wide web", Decision Support System, Vol. 29, pp. 269-82. 
Lee, E. and Lee, J. (2000), "Haven't adopted electronic financial services yet? The acceptance 
and diffusion of electronic banking technologies", Financial counseling and 
planning, Vo1.2, No 1,49-60. 
Lee E. and Lee J. (2001) "Consumer adoption of internet banking: Need-Based andlor Skill- 
based?" Marketing Management Journal, spring, 1 - 14. 
Lockett A. and Littler D. (1997) "The Adoption of Direct Banking Services", Journal of 
Marketing Management, 13, 791 -8 1 1. 
Luarn, P., Lin, H.-H. (2005), "Toward an understanding of the behavioral intention to use mobile 
banking", Compziters in Hziman Behavior, Vol. 2 1 pp.873-9 1. 
Mathieson, K. (1991) "Predicting User Intentions: Comparing the Technology Acceptance 
Model with the Theory of Planned Behavior," Information Systems Research, 2, 173- 
191. 
Mattila, M., Karjaluoto, H., Pento, T. (2003), "Internet banking adoption among mature 
customers: early majority or laggards", Journal of Services Marketing, Vol. 17 No.5, 
pp.514-26. 
Mols, N.P. (1998), "The behavioral consequences of PC banking", The International Journal of 
Bank Marketing, Vol. 16 No.5, pp.195-201. 
Mols, N.P., Bukh, P.N.D., Nielsen, J.F. (1999), "Distribution channel strategies in Danish retail 
banking", International Journal of Retail & Distribution Management, Vol. 27 No. 1, 
pp.37-47. 
Mukherjee, A., Nath, P. (2003), "A model of trust in online relationship banking", International 
Journal ofBank Marketing, Vol. 2 1 No. 1, pp.5- 15. 
Roberts, G. Keith and B. Pick, James (2004), "Technology Factors in Corporate Adoption of 
Mobile Cell Phones: A case study analysis", IEEE. 
Robinson, T. (2000), "Internet banking: still not a perfect marriage", Informationweek.com, 
April 17, pp. 104-6. 
Rogers, E.M. (1995), Diffusion of Innovations, New York: Free Press. 
Rotchanakitumnuai, S., Speece, M. (2003), "Barriers to internet banking adoption: a qualitative 
study among corporate customers in Thailand", International Journal of Bank 
Marketing, Vol. 2 1 No.6, pp.3 12-23. 
Sathye, M. (1999), "Adoption of Internet banking by Australian consumers: an empirical 
investigation", International Journal of Bank Marketing, Vol. 17 No.7, pp.324-34. 
Sayar, C., Wolfe, S. (2007), "Internet banking market performance: Turkey versus the UK", 
International Journal ofBank Marketing, Vol. 25 No.3, pp.122-41. 
Sheppard, B. H., Hartwick, J., & Warshaw, P.R (1988). "The theory of reasoned action: A meta- 
analysis of past research with recommendations for modifications and future 
research". Journal of Consumer Research, 15, 325-343. 
Taylor, S. and Todd, P.A. (1995), "Understanding information technology usage: a test of 
competing models", Information Systems Research, Vol. 6 No. 2. 
Taylor, S., Todd, P.A. (1995), "Understanding information technology usage: a test of competing 
models", Information Systems Research, Vol. 6 No.2, pp. 144-76. 
Taylor, L. G., and Todd, P. A. (1995), "Understanding Information Technology Usage: A Test of 
Competing Models," Information Systems Research, June, 144-176. 
The Straits Times (1997), "Cyberbanking will open new windows", The Straits Times, 
September, 5. 
Tornatzky, L. G., and Klein, K. J. (1982) "Innovation Charactaristics and Innovation Adoption- 
Implementation: A Meta-Analysis of Findings," IEEE Transactions on Engineering 
Management, February, 25-45. 
Tornatzky, L.G. and Klein, K.J. (1982), "Innovation characteristics and innovation adoption 
implementation: a meta-analysis of findings", IEEE Transaction of Engineering 
Management, Vol. 29 No. 1, pp. 28-45. 
VanHoose, D. (2003). E-commerce economics. Cincinnati, Ohio: South-WestedThomson 
Learning. 
Venkatesh, V., Morris, M.G., Davis, G.B., Davis, F.D. (2003), "User acceptance of information 
technology: toward a unified view", MIS Quarterly, Vol. 27 No.2, pp.425-78. 
Venkatesh, V. and Davis, F.D. (2000), "A theoretical extension of the technology acceptance 
model: four longitudinal field studies", Management Science, Vol. 45 No. 2. 
Venkatesh, V., Moms, M.G., Davis, G.B. and Davis, F.D. (2003), "User acceptance of 
information technology: toward a unified view", MIS Quarterly, Vol. 27 No. 2. 
Wang, Y.S., Wang, Y.M., Lin, H.H., and Tang, T.I. (2003), "Determinants of user acceptance of 
internet banking: An empirical study", International jozlrnal of sewice indzutry 
management, 14, 5,501-519. 
Yousafzai, S.Y., Pallister, J.G., Foxall, G.R. (2003), "A proposed model of e-trust for sms 
banking", Technovation, Vol. 23 pp.847-60. 
Zeithaml, V. and Bitner, M. (2003), Services Marketing Integrating Customers Focus Across the 
Firm, Mc-Graw= Hill. 
